Tou~ism can make a si.gnificant co?tributi?n to the de~elop.m.ent of South Africa by providing employment, contributing to fo~e1gn exchan~e ear?mgs and b~ mcrea~mg economic act1v1ty. The aim of this study was to establish current perceptions, attitudes and onentat1ons of foreign tounsts towards post-apartheid South Africa as a tourist destination. A sample of 250 tourists were interviewed at London's Heathrow Airport. The results show that the South African tourism industry is faced with a multidimensional problem. It is a good example of a perilous or high risk product. However. with sound market segmentation and targeting, and proper planning, South Africa can have a vibrant and sustainable tourism industry. A unique way of segmenting tourist markets is presented. Specific recommendations are discussed in detail, which could aid all those involved in marketing a high risk product.
Introduction
Tourism is an integral industry in many developing countries, having the capacity to provide both substantial employment, a significant contribution to foreign exchange earnings and increased economic activity in general. International tourism in 1994 directly employed more than 127 million people and generated direct and indirect employment for more than 200 million people -or one of every nine workers world-wide (Gatty, 1993) . The industry in South Africa is fourth in foreign exchange, at RIO billion, accounting just 3% of gross national product (Caras, Saunders, Bird & Kleynhans, 1993) .
The average annual growth rate of the global tourism industry over the past three decades has been 6% compared with a figure of only 2.5% for South Africa (Botha, 1993) . In 1993, only 620 000 overseas tourists visited South Africa, representing a mere 0.25% of the world's tourism market (Satour, 1993) . In addition, South African tourism employs only one in every seventy workers (De Vaal, 1994 ) .
South Africa is now a democratic country and is accepted by the community of nations. This emergence as a potential model of managed reform has captured the imagination of the governments of many nations and the keen interest of the world media. Given the importance of international tourism in bringing about economic, social and cultural advancement, the aim of this research was to establish current perceptions, attitudes and orientations of foreign tourists regarding postapartheid South Africa as a tourist destination. As South Africa has a high crime rate, where it is relatively unsafe for a tourist, it is a good example of a perilous, discretionary product. The aim is to test consumer perceptions of a very risky purchase decision.
Literature review
Tourism is not yet underpinned by a strong conceptual and theoretical base. Much of the published work is being carried out by those with a transient interest in tourism (Pearce, 1987) . The need for the effective application of management techniques, the development of marketing plans and the effective implementation of marketing strategy is well recognized in the tourism industry (Go, Milne & Whittles, 1992; Hawes, Taylor & Hempe, 1991; Burke & Lindblom, 1989) . Traditional planning models and marketing planning processes have been adapted for the tourism industry. These conceptual models can form the basis for marketing planning for all the parties involved in the tourism industry (Heath & Wall, 1992; Papadopoulos, l 989a; l 989b; Perdue & Pitegoff, 1990) .
It has been recognized that perceived risk plays an important role in consumer-buyer behaviour (for example, Bauer, 1967; Cox, 1967; Taylor, 1974; Engel, Blackwell & Miniard, 1986) . The study of perceived risk has been primarily focussed on consumer-buying behaviour with respect to goods (for instance Cunningham, 1967; Perry & Hamm, 1965; Jacoby & Kaplan, 1972; Kaplan, Szybillo & Jacoby, 1974; Lutz & Reilly, 1973; and Bettman, 1973) . The literature relating to perceived risk for services is limited (for instance Lewis, 1976; Guseman, 1977; George. Weinberger & Kelly, 1975; Bendixen & Gault, 1995) . Roselius ( 1971) found empirical evidence that consumers have preferences for different methods of risk reduction for different types of loss or risk. He identified time, hazard, ego and money as the primary type of losses that consumers can incur. Tourism can thus be influenced if the potential tourist perceives a risk in travelling to that destination.
There is considerable evidence to show a correlation between a decreasing rate of influx of tourists to a destination and an increased actual level of violence in the area (Enders, Sandler & Parise, 1992; Hasek, 1991 ; Goodrich, 1991 ) . The first proposition is as follows:
Pl The South African Tourism industry illustrates the effects of isolation, violence and political uncertainty.
Segmentation of markets is a key factor in travel and tourism marketing with a number of empirical studies concentrating on this issue (Yong, Keng & Leng, 1989; Javalgi, Thomas & Rao, 1992) . Plog (1981) classified travellers along two dimensions: allocentrism/psychocentrism and energy. Based on Plog's ( 1981) research, Nickerson & Ellis (1991) suggested that the allocentrism and energy dimensions may be intercorrelated and proposed a revised typology. Other methods of segmenting markets have been suggested. These include nonusers of travel information to heavy users of information (Woodside & Soni, 1991 ) , trip demographics, media patterns, psychographics and the distance travelled (Etzel & Woodside, 1982; Woodside & Pitts, 1976; Bryant & Morrison, 1980; Schewe & Calantone, 1978; Weaver & McCleary, 1984; McQueen & Miller, 1985) .
The second proposition is therefore as follows:
P2 The tourism market is highly segmented, resulting in the need to develop a differentiated marketing strategy for the different target markets.
Consumers engage in a series of problem-solving tasks when faced with a range of alternatives. The success of the travel agent depends on their superior access to information and specialist knowledge of markets and conditions. It enables this specialist to convey information, subjective opinion and motivating statements regarding a destination to the potential tourist, which may alter the tourist's perception of a destination and hence judgement of the tourism product (Maheswaran & Sternthal, 1990) . Exchanges which take place between the tourist and the provider of goods and services in the tourist destination itself are pertinent (Geva & Goldman 1989) . '
In the context of tourism, awareness or interest is created through the development of a desire for travel in order to accomplish one of the major travel motivators: desire for holiday/recreation, business needs, need to visit with friends or relatives (Yuan & McDonald, 1990; Witt, Brooke & Buckley 1991) . '
O~e of the best-known and most frequently employed typecasting approaches classifies people as either introverts or extroverts. A very similar classification, with more application to th_e understand_ing of behavioural influences on tourist perceptwns, categonzes people as either psychocentrics or alloc~ntric~. ~ravel behaviour of these two categories of people d1~~r s_1gmficantly (Plog, 198 J ) . Psychocentrics prefer the fam1har in travel destinations and like common-place activities at o:avel destinations. Allocentrics prefer low level or nontounst areas. They enjoy the sense of discovering new experiences before others have visited the destination. We thus formulate proposition three: P3 The _tourist is influenced by a multitude of factors when making the decision to travel. These include money, time, S.Afr.J . Bus.Manage.1996 27 ( 4 ) energy, personal safety.' psychological stress, media expo. sure and recommendations from a travel specialist.
Some consumers act in response to environmental pressures. An example is the global trend towards ecologically oriented tourism or 'ecotourism' which may have made the South African excursion more viable. Trends indicate that an increasing amount of tourists are seeking more nature interac.
tive experiences (Krippendorf, 1982; Schwaninger, 1984) . We thus propose the following: P4 South Africa can capitalize on the international trend towards ecologically oriented tourism.
Methodology
International tourists were interviewed by one of the authors and asked to complete questionnaires in the intercontinental departure lounges at London's Heathrow airport. Heathrow was chosen as it is one of the world's busiest airports. A sample of 250 international tourists were interviewed.
Sample
The international tourists were stratified into those who had previously visited South Africa and those who had not. Inter· views were conducted during the week 31 July to 8 August 1994. Fifty tourists from each of the areas representing the major South African tourist source markets were interviewed and asked to complete the questionnaires. These source markets are the United Kingdom, the United States of America and Canada, Europe, the Far East and Australia.
Instrument
The initial phase of the research comprised in-depth inter· views with a number of experts in the tourism industry. Re· presentation from the hotel, airline, tourism marketing and consulting, banking and foreign exchange industries was ob· tained. In addition, consultation with the South African Tourism Board (Satour) , The Association of South African Travel Agents (ASATA), senior representatives from the Ministry of Tourism and the parliamentary standing committee on tourism was accomplished. The purpose of these interviews was firstly, to consolidate the theoretical frameworks presented in the literature review and secondly, to identify the critical success factors pertaining to the tourism industry and their intrinsic relationship with tourist perceptions in South Africa. Thirdly, to gain an appreciation of the general and competitive environment within which participants in the tourism industry operate. Finally, the interviews enabled the elaboration of key constructs for inte· gration into the research instrument.
The questionnaire contained two sections. The first obtained demographic details such as area of origin, prior visits to South Africa, frequency of overseas travel and main sources of information on South Africa. The second section contained 22 statements. Respondents were asked to rate their extent of agreement with the statements presented according to a five-point Likert scale. This section examined the central theme of the research, namely the international perception of South Africa as a tourism destination in the post-apartheid era.
The questionnaires were pre-tested amongst ten respondents with particular emphasis on assessment of comprehension, potential ambiguity and terminology. Required adjustments in phraseology were subsequently implemented.
South Africa through tourist information brochures. tourism boards or travel agents.
Statement evaluation

Data analysis
The responses were captured and summarized in a spreadsheet utilizing Microsoft Excel. The resulting data was then analysed in Statistica and Number Cruncher Statistical System (NCSS) using descriptive statistics, correspondence analysis, factor analysis, cluster analysis, Chi-square tests, reliability analysis, ANOVA, non-parametric testing and t-tests.
Results
Respondents
Correspondence analysis was used to rescale the data through an assessment of the Euclidean distance between scale points on the first two standard axes. These distances were then used to recreate the interval scale ranging from one through to five. This technique enabled statistical manipulation and valid statistical interpretation of inherently ordinal data by converting it into interval data (Bendixen & Sandler, 1995) . Results of the conversion of the Likert scale into its rescaled analogue are presented in Table I .
All 250 questionnaires administered to international tourists at London's Heathrow airport were eligible for inclusion in the study.
It may be observed that the interval scale so derived is quite different from the usual allocation of numerical values one through five attributed to the standard Likert scale. The
Altogether 30 respondents ( 12%) indicated that they had previously visited South Africa. Of all the respondents, 89% indicated that their main source of information on South Africa was through the media: television, radio or newspaper. Furthermore, 37% indicated that they had gained information on this destination through friends or relatives who lived in, or had visited the country. Only 4.4% indicated that they had gained information on The scenic attractions in South Africa would be a major rea~on for visiting that country 3.91
South Africa offers many luxury resorts and world-cla~s hotels to its tourists 3.78
The ability to visit other South'ern African countries would encourage the visit to South Africa 3.57
Travelling to South Africa would be an emotionally or spiritually meaningful experience 3.53
I wa~ encouraged to visit South Africa after seeing the recent general elections and presidential inauguration 3.49
I am attracted to South Africa because it is a relatively new travel destination and few people have been there before 3.38
I would not visit South Africa without speaking to a travel agent or tour operator 3.35 I am discouraged from visiting South Africa due to the high level of violence 3.34
South Africa is an expensive travel destination 3.30
The international media focus on South Africa makes me want to visit that country 3.27
I am worried about coming to South Africa due to fears about my personal safety 3.25 I feel that I would be taking a risk by visiting South Africa 3 .19
The weak South African currency makes it anractive to visit South Africa 3.02
Staying at a bed and breakfa~l establishment in a black town.~hip interests me 2.99
The distance involved in travelling to South Africa makes the visit unappealing 2.91
My rescaled mean ratings of these statements are presented in Table 2 . The data was subjected to principal component factor analysis. A six factor solution was accepted by virtue of all factors having eigen-values in excess of one and being readily interpretable. In addition, the scree plot of the eigen-values of this analysis demonstrated an elbow between the five and six factor solution. These six factors explained an acceptable 54.43% of the co-variance in the rescaled data. The varimax rotated factor loadings are presented in Table 3 .
Naming of the factors
The factors derived were named accordingly to the perceptual attributes which loaded onto them, and the average statement score for that factor. The factor names represent the essence of the current perceptions of international tourists on South Africa.
Factor I: South Africa is a potentially hazardous tourist destination
The statements 'discouraged by violence', 'worried about personal safety' and 'taking a risk' load onto this factor. Factors which have the capacity to physically or emotionally endanger the tourist are shown to rank as fundamental considerations. Clearly, where the integrity of the tourist is imperilled, there are considerable perceptual forces constraining travel to that area. The average score of 3.26 demonstrates a moderate affirmation of the perception for potential risk associated with this tourist destination. average score of 2.39 however, represents considerable disagreement with these statements. The interpretation of the perception of these tourists, therefore, is that this stigma is no longer an issue. The post-apartheid era is a perceived reality. The picture is not complete, however, as the statement 'I would not visit without speaking to a travel agent' also loads onto this factor. The concentrated media exposure of South Africa may have made the potential tourist well aware of the demise of apartheid and the progression into a transitional phase. The tourist, however, is less sure about the state of the South African tourism industry. It is apparent therefore that while the political changes are well known, the tourism product is less so.
Factor 5: Recent changes are encouraging 'Encouraged by elections and inauguration' and 'media focus encourages visit' are the statements which load onto this factor. This combination reconfirms the impact of the media on the travel decision. The positive light in which the recent changes in South Africa have been portrayed have encouraged the tourist, and may have served to decrease the perception of risk and uncertainty traditionally associated with that destination. The average score of 3.39 also represents a confirmation of this position.
7'5 Factor 6: South Africa offers a comprehensive tourism product
This factor is characterized by the positive statements which load onto it. 'Ability to visit other Southern African states' and 'luxury resorts', define a destination which provides attractive opportunities for the potential tourist. The high average score of 3.68 suggests firm agreement with these contributors to positive tourist utility. The scope to explore a range of tourism options within the same destination makes the product a well diversified and comprehensive offering. Table 4 summarizes the pertinent elements of the factors analysis.
The factors were tested for reliability using the Cronbach alpha coefficient as a measurement. The scores demonstrated some variation but were considered acceptable, ranging from 0.50 to 0.81.
Segmentation
Factor scores were calculated as the mean of the statements loading onto that factor. These scores were then subjected to k-means cluster analysis. A six cluster solution yielded a 54.78% reduction in variance and displayed an elbow in the scree plot of variance reduction. The mean factor scores for the resulting six clusters are presented in Table 5 . These clusters were interpreted in terms of the definitions of the factors described in the factor analysis. The process was utilized to segment the sample into perceptual subgroups, enabling a richer understanding of the tourist market in the context of these definitions.
Table4 Factor analysis: international tourists
Cluster 1: inspired enthusiasts
The first cluster representing 24.40% of respondents, is characterized by above average scores for factors 3, 5 and 6 and disagreement with the statements constituting factor 4. The combination demonstrates that this cluster of respondents view South Africa as a superior tourism product, and are encouraged by the changes which have followed the fall of apartheid. This cluster represents a premium tourist destination.
Cluster 2: disinterested anachronists
The second cluster, representing 19.60% of respondents is characterized by above average agreement with the statements of factors I and 4, and disagreement with those of factor 6. These attributes contrast heavily with those of cluster I. They represent a segment of tourists who believe that the destination is dangerous, and still characterized by active apartheid. In addition, they perceive little of the comprehensive tourism product in that destination. They are indeed a group which know very little of the changes which have transpired, and have a truly antiquated vision of the country.
Cluster 3: intrepid ignorants
The third cluster is characterized by disagreement with the statements of factors I and 4. They constitute 19.60% of respondents. This is a segment of tourists who perceive the favourable political transformation which has taken place, and for whom there is little risk associated with the destination. Importantly however, they show no recognition of its formal tourism attributes They represent a fairly sizeable group of potential tourists which has little geographical, yet some, probably mediabased, political knowledge of South Africa, in addition to a low risk profile. This combination characterizes a generation of potential travellers, conceivably the youth of the tourism market, for whom the South African destination was never a tourism option, due to the era of isolation which the country underwent.
Cluster 4: nervous enthusiasts
This cluster representing 16.80% of respondents is characterized by above average agreement with the statements of factors I, 3 and 6. This is a risk averse segment which is well aware ~f th~ attractions of the South African tourism product, but which 1s turned away by the perception of violence and potential f?r personal harm. Until these fears are dissipated they remam only latent possibilities for the South African tourism industry.
Cluster 5: unconvinced hesitants
The fift~ cluster, representing 17.20% of respondents is charactenzed by above average agreement with the statements of factors I and 3 and disagreement with those of factor S.Afr.J .Bus. Manage.1996 2 7 ( 4 ) 4. These are tourists who have strongly positive perceptions of the ecotourism potential of South Africa. Although they are aware of the political changes which have taken place, the associated violence has failed to convince them that these changes will have the desired effect. As such they remain sceptical, and for the time being, they will also stay away.
Cluster 6: unenlightened negatives
This small cluster representing 2.40% of respondents, is characterized by above average agreement with factor I and disagreement with factors 3 and 6. They represent a segment of tourists who perceive nothing of the attractions of the South African tourism product and who only distinguish the destination by its potential dangers. This stubbornly negative outlook carries little prospect for short-term revision. The relative size of these clusters or market segments is illustrated in Figure I .
Tests of association
These clusters, representing tourist market segments, were then analysed for association relating to the demographic variables: area of origin, frequency of overseas travel and previous visit(s) to South Africa. To achieve this, the data was subjected to Chi-square tests, at a 5% significance level.
Cluster 6, 'unenlightened negatives', was excluded from this analysis as the representation of this cluster on the contingency table was too low, and transgressed the 'rule of five '. This states that expected frequency counts of less than five in one cell of a contingency table, may give rise to incorrect inferences from X 2 hypothesis tests, and are hence too small to use (Levin & Rubin, 1991 ) . Summary results of these chisquare tests are shown in Table 6 . This analysis demonstrates that clusters are independent of 'area of origin' and 'previous visit(s) to South Africa'. Significant dependency, however, was demonstrated with respect to 'frequency of overseas travel'. Table 7 demonstrates the cluster characteristics with respect to this demographic variable.
This analysis enabled further insight into the characteristics of the clusters according to frequency of overseas travel. The proportions suggest that high frequency travellers constitute much of the positive tone of international tourists regarding travel to South Africa. Their high representation in the favourable cluster I, and their comparatively low representation in a cluster with a negative outlook (cluster 5), supports this inference. Low frequency travellers conversely, were shown to have a relatively pessimistic perception of tourism to South Africa. Their high proportion in 'negative' clusters 2 and 5 and their low representation in an enthusiast segment (cluster 4), conveys a message of scepticism and misgiving from this group of international tourists.
Moderate frequency travellers interestingly, show a dominance in two contrasting segments. They represent a high proportion of cluster 3, 'intrepid ignorants', and cluster 4, 'nervous enthusiasts'. This apparent inconsistency is reconciled by recognizing that neither of these segments have strongly negative connotations. While an element of caution is suggested in cluster 4, it remains an enthusiast-type segment. In the same way, cluster 3, whilst suggesting ignorance of the South African tourism product, conveys an attitude of potential for travel. Overall, this group of international travellers is characterized by a indecisive orientation towards tourism to South Africa, either through anxiety or ignorance. For completeness, the remaining proportions are shown in Table   8 .
Comparative assessment of statement responses
The rescaled statement responses were finally subjected to analysis of variance (ANOVA), Kruskal-Wallis and t-tests to ascertain whether significant differences existed between sample strata with respect to key demographic variables. Tests were conducted at a 5% significance level.
Geographic variations
ANOVA was applied to the rescaled data which was filtered by area of origin. ANOVA was deemed appropriate in this regard as the number of observations (respondents) in each geographical group was identical. Inference made about the sample means could thus be deemed to be minimally affected by possible unequal population variances (Miller & Wichern, 1977) . The results are summarized in This analysis demonstrates interesting differences in mean perceptions between geographical tourist strata. Respondents from the United Kingdom showed a significantly higher agreement with the statement 'cultural ties encourage visit'. This perception is understandable in terms of South Africa's history as a British colony and member of the Commonwealth. It may also reflect the large numbers of British immigrants resident in South Africa and reciprocally, the equally large South African expatriate population resident in that country.
Respondents from the USA and Canada inferred that they would be more encouraged to visit South Africa if it had more casinos &nd gaming facilities. This group were also most concerned about what people at home would think of them visiting South Africa.
Respondents from the Far East demonstrated a significantly stronger perception that South Africa was similar to other African states compared with the other tourist strata. Correspondingly, they also demonstrated a significantly lower perception of the presence of luxury resorts and world-class hotels in this destination. This indicates a lower overall knowledge of the South African product and confirms the Australian respondents showed significantly higher agreement with the statements 'expensive tourism destination' and 'distance unappealing' than the rest of the sample. This is understandable in terms of the greater perceived remoteness of this area from South Africa than the others. These respondents also perceived the destination to have more emotional or spiritual meaningfulness than the other of those from the other geographical areas. Interestingly, the Australian sample also stated a significantly greater perceived attraction to South Africa by virtue of its relative 'newness' as a tourism destination. In addition they were significantly more interested in staying at a bed and breakfast establishment in one of the black townships in South Africa. These characteristics identify the Australian group as distinctly more inquisitive and explorative than the other tourist strata. As such they more closely align with the allocentric tourist typology described in the literature.
Variations by frequency of overseas travel
The Kruskal-Wallis test was applied to the rescaled data and filtered by frequency of overseas travel. This is shown in Table 10 .
The output demonstrates that low frequency overseas travellers find the distance involved in travelling to South Africa significantly less appealing than their higher frequency counterparts. Whether the low frequency of such travel is the cause of this aversion, or whether the aversion to long distance travel is the primary reason for the low annual frequency of overseas travel is, however, akin to the chicken-or-the-egg dilemma! This group also demonstrates greater concern about their home image in terms of what people will think of them visiting South Africa.
Mode_rate frequency travellers found significantly greater appeal m the potential for visits to other Southern African countries. Their lower frequency of travel may explain their Bus.Manage.1996 27(4) desire to squeeze more into the few excursions that they d undertake, than their higher frequency counterparts. Th/ higher perceived attraction for a bed and breakfast experien:; in a black township may also be explained by this desire, but ma~ also reflect a level of ignorance regarding the current potential dangers of such accommodation. This group was also more likel~ to seek the advice of a travel agent before visiting South Afnca than the other two strata. This could be explained by the lower requirement for the travel agent of the more experienced high frequency traveller, and in the case of the low frequency traveller, the relative aversion to long distance travel may forego the requirement to consult a specialist in the first place.
Higher frequency travellers showed a significantly greater appreciation of the scenic attractions. wildlife, luxury resorts and world-class hotels. This may be partially explained by the greater exposure of the high frequency traveller to international travel brochures, in-flight magazines or fellow travellers. Interestingly, they also demonstrated a significantly lower aversion to the violence and concern about their personal safety in South Africa.
Variations by previous visit to South Africa
T-tests were performed on the rescaled data to demonstrate any differences existing between respondents by virtue of a previous visit to South Africa. This analysis demonstrates that the perceptual differences which do exist between these two groups are mostly logical, and explained simply by experiential knowledge of the South African destination.
Tourists who have previously visited South Africa find the distance required to travel to this destination significantly less unappealing than people who have never done so. They are less likely to consult a travel agent regarding a future visit to this country and are significantly less attracted to the bed and breakfast opportunity in a black township. Interestingly, tourists who have previously visited South Africa have a significantly lower overall perception of risk associated with travel to this destination, suggesting once again the over elaboration of this aspect of South Africa by the media.
Tourists who have never visited South Africa demonstrate significantly less knowledge of the existence of luxury resorts and hotels in South Africa, as well as an ignorance of the 
Recommendations and implications
The results clearly support the first proposition, that the South African tourism industry illustrates the effects of isolation, violence and political uncertainty. It also supports the current evidence to show a correlation between a decreasing rate of influx of tourists to a destination and an increased actual level of violence in the area (Enders, Sandler & Parise, 1992; Hasek, 1991; Goodrich, 1991 ) . It thus reinforces the long recognized fact that perceived risk plays an important role in consumer buyer behaviour. The findings also strongly support the second proposition that the tourism market is highly segmented, resulting in the need to develop a differentiated marketing strategy for the different target markets. A number of other studies also found that segmentation is a key factor in travel and tourism marketing (Yong, Keng & Leng, 1989; Javalgi, Thomas & Rao, 1992) .
The third proposition is supported. The tourist is influenced by a multitude of factors when making the decision to travel. These include money, time, energy, personal safety, psychological stress, media exposure and recommendations from a travel specialist. These findings support previous studies (Yuan & McDonald, 1990; Witt, Brooke & Buckley, 1991) .
The fourth proposition is supported as some consumers are responding to environmental awareness campaigns. South Africa can capitalize on the international trend towards ecologically oriented tourism. This supports the trend that indicates an increasing amount of tourists are seeking more nature interactive experiences.
The propositions accepted that the present status of the South African tourism industry illustrated the obvious effects of isolation, violence and political uncertainty. They postulated, however, that the current perceptual consciousness of international tourists regarding South Africa as a tourist destination transcended these overt issues and reflected a multidimensional problem.
These observations highlight the difficulties facing South African tourism formation bodies or tourism marketing agencies. Efforts at promoting tourism are strongly influenced by the tone of the international media, which convey much of the persuasive content of the information presented to potential tourists. A significant prerequisite therefore, for successful tourism promotion, is favourable media representation of the destination. In this context, all endeavours by these tourism bodies are secondary to their priority marketing implications.
The segmentation of international tourists identified six perceptual variants in the context of the South African travel decision. The diversity of the tourist market segments so identified carries significance in terms of the marketing options available for this tourism destination.
The inspired enthusiasts group are clearly the most promising segment in terms of their clear perception of value associated with the South African product. A push-type marketing strategy aimed at the tourism product channels of distribution, that is tour operators and travel agents, could convert this exiting enthusiasm into a positive travel decision. This could be 79 achieved through attractive tour packages or other incentives offered by these parties.
The disinterested anachronists, conversely, are a much more complex segment, with considerable obstructive influences regarding the South African travel decision. Definitive primary action in terms of national image building is required, but even these may not convert the fairly resistent perceptions of this group.
Intrepid ignorants represent a further perceptual variant on the awareness spectrum. This segment has considerable potential, and a definitive role for tourism formation bodies with regard to this group is present. Market development through promotion of the product by these bodies, to both the trade and the tourist, could build an improved market in this segment.
The segment 'hesitant enthusiasts' requires unequivocal reassurance as to the reduction in potential for personal harm while touring South Africa. The most fundamental priority in this regard lies in the creation of a national atmosphere of reconciliation, combined with the establishment of a tourist protection infrastructure. The state must develop a touristoriented culture through education programmes amongst the general population.
Unconvinced hesitants are another difficult market segment to convert. They have a positive perception of the destination and its politics but are likely to adopt a wait-and-see approach to their decision making. The role of the state and an emphasis on internal stability and peace obviously have a role to play in this regard, but this market segment may well just require some time before reconsidering this destination.
Unenlightened negativists see the South African tourism product as an essentially unfavourable package. They see no value in the ecotourism potential or the comprehensive nature of the product, which they also perceive as dangerous. This small segment should not be a target market.
Market focus regions
The identification and characterization of these perceptual tourist market segments enable the construction of a prioritization grid in terms of the marketing implications of each segment. Figure 2 provides a graphical representation of these market segments plotted in terms of two dimensions. Firstly, the extent of the primary attraction to the South African tourism product and secondly, the relative marketing cost of converting a potential tourist into a visitor to South Africa.
Primary attraction depicts the degree of perceived initial attraction the potential tourist market segment has towards the destination. It provides a perceptual point of reference from which this segment must move for conversion to a derived or secondary state of attraction.
Cost of conversion illustrates the relative cost incurred in the conversion process and embraces the costs of all efforts expended at gaining tourist market share in a competitive tourism environment.
Region I correlates with the segment of 'inspired enthusiasts'. They are characterized by the highest primary attraction status and the lowest cost of conversion. It represents an identified prime marketing focus area and it also represents a potentially high yield and major opportunity for rapid marketing fruition. . '
Region II embraces three market segments with intermediate levels of primary attraction and moderate to high conversion costs. Whilst this region identifies a diverse perceptual group of tourists in terms of the marketing requirements demanded hy each segment, it represents up to 53.6% of the tourist population investigated. It thus demonstrates a large and essential population of potential tourists in the medium term. This group of tourist segments is a highly dependent group. All three identified segments have their own idiosyncracies and perceptual drivers. These include perceived safety (nervous enthusiasts), perceived ongoing political progress (unconvinced hesitants) and perceived product value (intrepid ignorants). It is these fastidious characteristics which are the hasis for high marketing effort requirements.
Region III represents a group of two tourist market segments which rate highly in terms of required effort and low on primary attraction criteria. They are characterized by strongly negative perceptual appraisals of the South African tourism product. This region isolates a portion of international tourists which may well represent a poor trade-off between potential returns and cost of expended marketing effort.
The successful conversion of the region II group of tourist market segments will be the fundamental basis for the longterm growth and prosperity of the South African tourism industry. The ability to transform these perceptual constraints into positive tourism drivers is the challenge which confronts all the members of the tourism industry. The process of testing for association of perceptual tourist market segments with respect to their demographic strata identified two further attributes which have important implications for the marketing of the South African tourist destination.
Firstly, the process demonstrated a lack of dependency of these segments on their geographical area of origin, as identified by the application of chi-square tests. The marketing implications of this finding are that relatively uniform tourism promotional efforts could potentially be targeted at each perceptual market segment, rather than undertaking geographically hased, diverse marketing programmes implemented on a regional basis.
Secondly, the process demonstrated a distinct contrast in the perceptions of international tourists based on their travel patterns, and in particular, the frequency of overseas travel. A definite association between a high frequency of such travel, S.Afr.J. Bus.Manage.1996 27( 4 ) and a firmly positive perception of the South African destination was identified. It provides an essential clue as lo the basis for perception modification of international tourists. Expo. sure of high frequency travellers to information sources is the key.
Conclusion
This study has identified many of the critical factors which need to be addressed to contribute towards an effective strategic alignment of the tourism industry in post-apartheid South Africa. It is a good example of a perilous or high-risk product. It illustrates that consumers will find methods ofrisk reduction to the point that some segments will not even consider travelling to the country. Risk reducing steps will have to form a key part of the future tourist marketing strategy. Risk reducing steps such as encouraging police to reduce the levels of violence in the country as a whole and increasing foot patrols in tourist areas is essential. As a form of promotion, travel agents need to make increasing use of personal recommendations and references to previous tourists to South Africa. The government and tourism authorities need to promote political stability in the country, as this will increase the positive images conveyed by the media to potential tourists overseas.
Further research is needed to guage the relative success of South African tourism promotional efforts in the future. The impact of changes in infrastructure and environmental systems on tourism should also be monitored.
